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Resumo
6QFQUQURCÈUGUGUVCFQUGEKFCFGU
CPUGKCOUGTCNXQFG KPXGUVKOGPVQU
OCURCTCSWGKUVQCEQPVGÁCÃRTGEKUQ
RNCPGLCOGPVQ GUVTCVÃIKCU G EQPVTC
RCTVKFCNQECKU%QOQ/CVQ)TQUUQFQ
5WNUGRTQOQXGUGFKHWPFGGÃXKUVQ
EQOQGURCÁQFGTGEGRÁºQFGKPXGUVK
OGPVQURTKXCFQU!3WGOGECPKUOQU
FGFKXWNICÁºQUºQCFQVCFQURCTCVCN
KPVGPVQGSWCKUQUTGUWNVCFQUCNECP
ÁCFQU!4GURQUVCUCGUUCURGTIWPVCU
HQTCOKPXGUVKICFCUUQDQURTKPEÈRKQU
do marketingFGNWICTGUVGPFQEQOQ
TQVGKTQ CU GVCRCUFQRNCPGLCOGPVQ
GUVTCVÃIKEQ#UUKO QRQTVWPKFCFGU
COGCÁCURQPVQUHQTVGUGRQPVQUHTC
EQU
CP¶NKUGőswot”) foram levantados 
RQTOGKQFGGPVTGXKUVCUUGOKGUVTWVW
TCFCUEQOQUGVQTRÕDNKEQGQUGVQT
RTKXCFQEQPUKFGTCPFQQRGTÈQFQFG
LCPGKTQFG  C LWNJQFG 1
GUVWFQ TGXGNC CNIWPUFGUGPEQPVTQU
GPVTGCUXKUÐGUFQUUGVQTGURÕDNKEQG
RTKXCFQEQOQIQXGTPQTGUUCNVCPFQ
SWGUVÐGU FG QTFGOOCETQ EQOQ
CSWGNCUTGNCEKQPCFCUCUQNQNQIÈUVKEC
G EQOWPKECÁºQ GPSWCPVQQU CIGP
VGURTKXCFQU KPENWGOCNÃOFGUUCU
XCTK¶XGKUOKETQ
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FGOCPFCRQTRTQFWVQUGUGTXKÁQUG
SWGUVÐGUOCKUGURGEÈſECU
TWCUNCTICU
GNKORCU%CDG´UHQTÁCURTQFWVKXCU
FQ'UVCFQUKPETQPK\CTGOCXKUºQFCU
FWCUGUHGTCU
RÕDNKECGRTKXCFCPWO
GUHQTÁQ EQPLWPVQ SWG RGTOKVC RQ
VGPEKCNK\CTCRTQOQÁºQKPUVKVWEKQPCN
FQ'UVCFQ+UVQRQFGTKCUGTHGKVQRQT
OGKQFGWORNCPGLCOGPVQGUVTCVÃIKEQ
FGOCTMGVKPI FG NWICTGU CRQKCFQ
GORGUSWKUCUCDTCPIGPVGUSWGRQU
UKDKNKVGOCQUGZGEWVQTGUFQIQXGTPQ
EQPJGEGTGPVTGQWVTCUOKPÕEKCUQU
OGTECFQUOCKUXCPVCLQUQUGCURQU
UKDKNKFCFGUFGQ'UVCFQCVGPFÄNQU
Palavras-chave/CTMGVKPIFGNWIC
TGU&GUGPXQNXKOGPVQ GEQPÏOKEQ
'EQPQOKCFG/CVQ)TQUUQFQ5WN
2TQOQÁºQFG/CVQ)TQUUQFQ5WN
Abstract
'XGT[ UVCVG EKV[QT EQWPVT[YK
UJGUVQCVVTCEVGZVGTPCNKPXGUVOGPVU
DWVVQIGVKVCUGVQHRTQRGTCEVKQPUKU
TGSWKTGF*QYFQGU/CVQ)TQUUQFQ
5WNRTQOQVGCPFFKUUGOKPCVGKVUGNH
CPFJQYKUVJGUVCVGUGGPD[RTKXCVG
KPXGUVQTU!9JCVMKPFQHOGFKCXGJK
ENGUJCXGDGGPWUGFCPFYJCVTGUWNVU
JCXG DGGP CEJKGXGF! 6Q CPUYGT
UWEJSWGUVKQPU VJG EKV[OCTMGVKPI
RTKPEKRNGUYGTG WUGF HQNNQYKPI
VJGUVTCVGIKERNCPPKPIUVCIGU6JWU
UVTGPIVJUYGCMPGUUGUQRRQTVWPKVKGU
CPFVJTGCVUYGTGUGCTEJGFD[FQKPI
UGOKUVTWEVWTGF KPVGTXKGYUYKVJ
IQXGTPOGPVCPFRTKXCVGOCPCIGTU
EQPUKFGTKPIVJGRGTKQFHTQO,CPWCT[
VQ,WN[6JGUVWF[DTQWIJV
WRUQOGFKXGTIGPEGUDGVYGGPRWDNKE
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CPFRTKXCVGXKGYUVJGſTUVGORJCUK
\KPIOCETQSWGUVKQPUTGNCVGFVQUQKN
NQIKUVKE CPF EQOOWPKECVKQPYJKNG
VJGUGEQPFCNUQKPENWFGFOKETQSWGU
VKQPUCU EWUVQOGTſFGNKV[CPFRTQ
FWEVUCPFUGTXKEGUFGOCPFDGUKFGU
URGEKſERQKPVU NKMGYKFGCPF ENGCP
TQCFU+VKUPGEGUUCT[VQU[PEJTQPK\G
DQVJXKUKQPU
RWDNKECPFRTKXCVGKPC
LQKPVGHHQTVYJKEJCNNQYUVQDQQUVVJG
UVCVG KPUVKVWVKQPCNRTQOQVKQP6JKU
EQWNFDGFQPGD[OGCPUQHCEKV[OC
TMGVKPIUVTCVGIKERNCPPKPIUWRRQTVGF
D[CPGZVGPUKXGTGUGCTEJVQFGGRGP
VJG MPQYNGFIG CDQWVYQTVJYJKNG
OCTMGVU CPF VJG UVCVG ECRCEKV[ HQT
HWNſNNVJGKTTGSWKTGOGPVU
Keywords%KV[OCTMGVKPI GEQPQ
OKEFGXGNQROGPV/CVQ)TQUUQFQ
5WN GEQPQO[ +OCIG RTQOQVKQP
+PXGUVOGPVUCVVTCEVKQP
,'.#
1 Introdução
#QU IQXGTPQU FGOWPKEÈRKQU
GUVCFQURTQXÈPEKCUGRCÈUGUKPVGTGU
UCQDXKCOGPVGCWOGPVCTCTKSWG\C
NQECN-QVNGTGVCN
CſTOCOSWG
QUHQTOWNCFQTGUFGRQNÈVKECUGEQPÏ
OKECU GUVºQ EQOWOGPVGRTGQEWRC
FQUGOGNGXCTCSWCPVKFCFGFGDGPU
G UGTXKÁQUFKURQPÈXGKU ´RQRWNCÁºQ
GOEWTVQRTC\QQSWGRQFGNGX¶NQU
a ignorar pontos relevantes para o 
desenvolvimento social e econômico 
NQECN GO NQPIQRTC\Q0GUUC NKPJC
FGTCEKQEÈPKQÃKORQTVCPVGSWGECFC
NQECNKFCFGFGUGPXQNXC UWCRTÎRTKC
GUVTCVÃIKCRCTCQETGUEKOGPVQRQKU
EQOQCUECTCEVGTÈUVKECUOWFCOOWK
VQFGWO NWICTRCTCQWVTQPºQJ¶
WOOQFGNQÕPKEQCRNKE¶XGNCVQFCU
CUTGIKÐGU
0QUÕNVKOQUCPQU NÈFGTGU GIQ
XGTPCPVGU VÄOFGUGPXQNXKFQ CÁÐGU
RCTC FKXWNICT CU RQVGPEKCNKFCFGU
GEQPÏOKECUFG UWCU TGIKÐGU EQOQ
RTQRÎUKVQFGCVTCKT ECRKVCN GZVGTPQ
1HQEQFCRTGUGPVGRGUSWKUCUºQCU
CÁÐGU KPUVKVWEKQPCKUFGUGPXQNXKFCU
EQOGUUGQDLGVKXQRGNQ)QXGTPQFQ
'UVCFQFG/CVQ)TQUUQFQ5WN0GUUG
UGPVKFQCCFOKPKUVTCÁºQRÕDNKECFQ
'UVCFQ EQOQRTQOQVQTC GIGUVQTC
FCU CÁÐGU G C KPKEKCVKXC RTKXCFC
EQOQTGCIGPVGCGUUCUCÁÐGUEQPUVK
VWGOQWPKXGTUQFCRGUSWKUC
.WICTGU EQOQ5ºQ2CWNQ%CP
EWP2QTVQFG)CNKPJCUQW$WGPQU
#KTGUCVTCGOVQFQUQUCPQUVWTKUVCU
GXGPVQUGPGIÎEKQUFQOWPFQKPVGKTQ
/CVQ)TQUUQFQ5WN ETKCFQQſEKCN
OGPVG GO ÃWO'UVCFQPQXQ
EQOECTCEVGTÈUVKECU G CVTKDWVQUSWG
RTGEKUCOUGTFKXWNICFQUGRQVGPEKC
NK\CFQU#NIWOCU NQECNKFCFGU EQO
UGWRQXQUGWUNÈFGTGUGUWCUCVTCÁÐGU
RQUUWGOOCKUCRVKFºQRCTCUGFW\KT
RÕDNKEQU G GORTGUCU UG EQORCTC
FCU EQOQWVTCU2CTCGZRNQTCT GUUC
CRVKFºQ Ã SWG HQK FGUGPXQNXKFQ Q
marketingFGNWICTGU
Marketing FG NWICTGU FGUKIPC
WOFQUX¶TKQUFGUFQDTCOGPVQUFQ
marketing EQPXGPEKQPCN HGTTCOGPVC
FCCFOKPKUVTCÁºQSWGEQOGÁQWCUG
FGUVCECTCRCTVKTFCFÃECFCFGG
ÃFGſPKFCRGNC#OGTKECP/CTMGVKPI
#UUQEKCVKQP 
#/# UGIWPFQ
;CPC\G 
 R  EQOQ ő=? Q
RTQEGUUQ FG RNCPGLCT G GZGEWVCT C
EQPEGRÁºQGUVCDGNGEKOGPVQFGRTGÁQ
RTQOQÁºQ GFKUVTKDWKÁºQFG KFÃKCU
DGPUGUGTXKÁQURCTCETKCTVTQECUSWG
UCVKUHCÁCOQDLGVKXQU KPFKXKFWCKU G
QTICPK\CEKQPCKUŒ
#RGUCTFGRCTGEGTWOCUUWPVQ
TGEGPVG Qmarketing FG NWICTGU Ã
WOFGUGPXQNXKOGPVQFQmarketing 
FG EKFCFGU QW city marketing SWG
EQPHQTOG2GTGKTC 
 L¶GTCGO
RTGICFQ PQU 'UVCFQU7PKFQU G C
RCTVKTFQUCPQUFGRCUUQWRQT
EGTVQFGUGPXQNXKOGPVQ PC'WTQRC
1EKFGPVCN1marketing FG NWICTGU
RCTC-QVNGT G#TOUVTQPI 
 R
 EQORTGGPFG őCU CVKXKFCFGU
GORTGGPFKFCURCTCETKCTOCPVGTQW
CNVGTCTCVKVWFGUQWEQORQTVCOGPVQU
GOTGNCÁºQCNWICTGUGORCTVKEWNCTŒ
#UUKOÃTGNGXCPVGKFGPVKſECTCU
GUVTCVÃIKCUWVKNK\CFCURGNQIQXGTPQ
GUVCFWCNRCTCCRTQRCICÁºQFCKOC
IGOFG/CVQ)TQUUQFQ5WNHQTCFG
UGWU NKOKVGU 
/#61)41551&1
57.4GUUCNVCUGSWGSWCPFQ
UG HCNCGORTQOQÁºQFQ'UVCFQ UG
está referindo a novos investimen
VQU G NQIQ ´ XKPFC FG RGUUQCU G
GORTGUCURCTC/CVQ)TQUUQFQ5WN
GODWUECFCTGCNK\CÁºQFGCPUGKQUG
FGUGLQU0GUUGUGPVKFQCKOCIGOG
CURQNÈVKECUFGUGPXQNXKFCURCTCSWG
RGUUQCU G GORTGUCU UG GUVCDGNGÁCO
PQ'UVCFQÃHWPFCOGPVCN
'UVG VTCDCNJQDWUEC UQDCÎVKEC
do marketingFG NWICTGU CPCNKUCT C
GſEKÄPEKCFCGUVTCVÃIKCKPUVKVWEKQPCN
FQ)QXGTPQFG/CVQ)TQUUQFQ5WN
SWCPVQ ´ RTQOQÁºQ ´ CVTCÁºQ FG
investimentos e ao desenvolvimento 
GEQPÏOKEQFQ'UVCFQEQPUKFGTCFQU
QUCPQUFGUWCJKUVÎTKC
2 Marketing de lugares
1marketing Ã GUUGPEKCNOGPVG
RNCPGLCOGPVQ 1U GNGOGPVQU SWG
EQORÐGOGUVGÕNVKOQ GOUWCXGT
VGPVGGUVTCVÃIKECUºQUGIWPFQ-QVNGT

 GUVCDGNGEKOGPVQFQU QDLGVK
XQUOKUUºQGXKUºQCP¶NKUG KPVGTPC

FC GORTGUCQW GSWKXCNGPVG G GZ
VGTPC
FQCODKGPVGOGTECFQNÎIKEQ
GNCDQTCÁºQFCGUVTCVÃIKCGFQURNCPQU
CUGTGOUGIWKFQUKORNGOGPVCÁºQFQ
RNCPGLCOGPVQGNCDQTCÁºQGCRNKECÁºQ
FGFKURQUKVKXQUFG EQPVTQNG G RQT
ſOCLWUVGUPQURNCPQUQWPCUOGVCU
RTÃGUVCDGNGEKFCU
*¶ CPQU QRNCPGLCOGPVQ GUVTC
tégico de marketing FGKZQWFG UGT
GZENWUKXKFCFG FCU GORTGUCU RTK
XCFCU GRCUUQW C UGT CRNKECFQ CQU
FKXGTUQU UGIOGPVQUFC UQEKGFCFG
# CFOKPKUVTCÁºQRÕDNKEC CU QTIC
PK\CÁÐGUPºQIQXGTPCOGPVCKU G CU
ECORCPJCURQNÈVKECUUºQCNIWPUFQU
GZGORNQUFGWUQFGUUCHGTTCOGPVC
com os elementos de marketing se 
CFCRVCPFQFGCEQTFQEQOQQDLGVQ
CGZCOKPCTQWFKHWPFKT
No marketing FG NWICTGU PºQ Ã
FKHGTGPVG#HQTVGEQPEQTTÄPEKCGPVTG
TGIKÐGUFQOWPFQRQTKPXGUVKOGPVQU
KPVGTPQUGGZVGTPQUGRQTXKUKVCPVGU
Ã WO HGPÏOGPQSWGPºQRQFG UGT
PGINKIGPEKCFQ%QOQGNWEKFC2GTGKTC

QVGTOQcity marketingRCUUQW
C HC\GT TGHGTÄPEKC ´ RTQOQÁºQ QW
EQORGVKVKXKFCFGFQNWICTEQOQWO
VQFQ EQOQWOCRQKQ CQUIGUVQTGU
RÕDNKEQUGOUWCHWPÁºQFGCVTCKTQU
QNJCTGUCUWCNQECNKFCFG
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#UUKO#TFKIÎ 
 GPVGPFG
SWG ÃRTGEKUQWOCOWFCPÁCWOC
CFGSWCÁºQRQTRCTVG VCPVQFQUCF
OKPKUVTCFQTGU GORTGUCTKCKUSWCPVQ
FQUIGUVQTGURÕDNKEQURCTCSWGUWCU
QTICPK\CÁÐGUGEQOWPKFCFGURQUUCO
UG GPECKZCT PQ CODKGPVG ECFC XG\
OCKUFKP¸OKEQ G EQORGVKVKXQ SWG
UGFGUEQTVKPCPQUFKCUCVWCKU'GUUC
TGGUVTWVWTCÁºQPQ¸ODKVQFGNWICTGU
CVKPIGFGUFG ITCPFGU PCÁÐGU EQO
ITCPFG RQVGPEKCN VGEPQNÎIKEQ CVÃ
RGSWGPQUGTGOQVQUXKNCTGLQU
5KNXC 
 CETGFKVC SWGQ city 
marketing Ã WO KORQTVCPVG KPUVTW
OGPVQ PQ CRQKQ ´ GNCDQTCÁºQ FG
estratégias para o desenvolvimento 
UWUVGPV¶XGNFGEKFCFGUGTGIKÐGU'O
EQPUQP¸PEKC-QVNGTGQWVTQU 

FKXKFGO GO SWCVTQ QU RTKPEKRCKU
VKRQUFGRÕDNKEQUCNXQPCGNCDQTCÁºQ
FG GUVTCVÃIKCURCTCXGPFCFGWOC
NQECNKFCFGXKUKVCPVGUOQTCFQTGU G
VTCDCNJCFQTGUEQOÃTEKQGKPFÕUVTKC
GOGTECFQUFGGZRQTVCÁºQ
#UCVTCÁÐGUCKPHTCGUVTWVWTCGCU
RGUUQCUUºQQURTKPEKRCKUCVTKDWVQU
NQECKU CQU SWCKU QU RNCPGLCFQTGU
FG NWICTGU FGXGOFKURGPUCTOCKU
GUHQTÁQUFGmarketingPCRTQOQÁºQ
FG WOC NQECNKFCFG GUENCTGEG 5C
ETCOGPVQ
#NÃOFGUGTWOC
EQPUGSWÄPEKCFGUUCUECTCEVGTÈUVKECU
CCWVQTCGPVGPFGSWGCKOCIGOFG
WO NWICT Ã HQTOCFC QW CNVGTCFC
HCEKNOGPVGCRGUCTFGUGTGOPGEGU
U¶TKQU TGEWTUQU UKIPKſECVKXQURCTC
GUUCſPCNKFCFG
;CPC\G 
 GZRNKEC FGWOC
HQTOCUKORNGUSWGRNCPGLCTÃQGU
VCDGNGEKOGPVQFGQDLGVKXQUGOGVCU
DGO EQOQC HQTOWNCÁºQFGOGKQU
RCTC CNECPÁ¶NCU 'OWORCTCNGNQ
EQO C CFOKPKUVTCÁºQRÕDNKEC RQ
FGOUG EQORCTCT CU UGETGVCTKCUFG
'UVCFQ 
HC\GPFC GFWECÁºQ UCÕFG
KPFÕUVTKC CQU UGVQTGU FC GORTGUC

ſPCPEGKTQTGEWTUQUJWOCPQURTQ
FWÁºQXGPFCU ECFCWOEQOUGWU
QDLGVKXQU GURGEÈHKEQU 1 QDLGVKXQ
EGPVTCNCSWKUGTKCQFGUGPXQNXKOGPVQ
GEQPÏOKEQGUQEKCNFCEQOWPKFCFG
1marketingFGNWICTGUVGTKCCHWPÁºQ
FGCNKPJCTQUQDLGVKXQUGURGEÈſEQUCQ
QDLGVKXQIGTCN
%QPHQTOG)CKQG)QWXGKC

G #TFKIÎ 
 Q RNCPGLCOGPVQ
GUVTCVÃIKEQ FG NWICTGU RQFG UGT
UKUVGOCVK\CFQ FC UGIWKPVG HQTOC
FKCIPÎUVKEQFGUKVWCÁºQ
CP¶NKUG KP
VGTPCGGZVGTPCFQNWICTFGſPKÁºQ
FGRÕDNKEQCNXQ XKUºQ G QDLGVKXQU
HQTOWNCÁºQFCGUVTCVÃIKCGFQRNCPQ
FGCÁºQGFGſPKÁºQFQUFKURQUKVKXQU
FG EQPVTQNG 
CRNKECÁºQFQRNCPQFG
marketingGFGſPKÁºQGWVKNK\CÁºQFG
FKURQUKVKXQUFGEQPVTQNGSWGRGTOK
VCOWOCTGVTQCNKOGPVCÁºQCQRNCPG
LCOGPVQGQUTGCLWUVGUPGEGUU¶TKQU´U
GUVTCVÃIKCUHQTOWNCFCU
0Q¸ODKVQFQmarketingFGNWIC
TGUCEQPUVTWÁºQFCOCTECQWPGUUG
ECUQFCKOCIGONQECNÃWOHCVQTFG
ITCPFG TGNGX¸PEKC'OEQORCTCÁºQ
CQOQFGNQ GORTGUCTKCN ;CPC\G

 FGUVCEC SWG CUUKO EQOQ C
RTQRTKGFCFG VCPIÈXGN C KPVCPIÈXGN
VCODÃORQFG UGT EQVCFCSWCPVQ C
UGW XCNQT GEQPÏOKEQ RQTÃO GUUC
ÕNVKOC Ã ÈORCT GZENWUKXCFG ECFC
QTICPK\CÁºQ 2CTC/QUUCVQ 

dentre as estratégias empregadas 
PCCVTCÁºQFGCVKXKFCFGUGGORTGUCU
INQDCKUCEQPUVTWÁºQFGWOFKUEWTUQ
GWOC KOCIGO HQTVG UG VTCFW\ GO
WO TGEWTUQOCKU UWDLGVKXQFQSWG
QDLGVKXQ
0GUUGEQPVGZVQ5GTTCNXQGQWVTQU

GZRNKECOSWGGOUGVTCVCPFQ
FGOCTEC KFGPVKFCFG G KOCIGO
RQUUWGO UKIPKHKECFQUFKUVKPVQU#
KFGPVKFCFGÃQSWGQURNCPGLCFQTGU
CNOGLCOSWGCOCTEC VTCPUOKVC CQ
RÕDNKEQ CQRCUUQSWG UWC KOCIGO
Ã EQOQ GUVG TGCNOGPVG C XÄ0GO
sempre imagem e identidade se 
GSWKXCNGO1UIGUVQTGUPºQRQUUWGO
EQPVTQNGVQVCNUQDTGCXKUºQFCURGU
UQCUEQOTGNCÁºQCUWCOCTEC
1FGNKPGCOGPVQFCKOCIGOFGXG
RCTVKT FG WORQPVQ HWPFCOGPVCN
RCTC TGFW\KT C RTQDCDKNKFCFG FG
GTTQCRGUSWKUCFGmarketing5GQU
planos preparados pelos gestores 
GUVTCVÃIKEQUVÄOEQOQCNXQWOITWRQ
GURGEÈſEQ EQOGUVKNQ GPGEGUUKFCFG
UGOGNJCPVGUSWGPGUVGRQPVQL¶FGXG
VGT UKFQCRWTCFQPKPIWÃOOGNJQT
para responder como a marca do 
NWICTFGXG UG CRTGUGPVCT SWG GUUG
OGUOQ RÕDNKEQCNXQ 2CTC-QVNGT
G QWVTQU 
 COCTEC FG WOC
NQECNKFCFGRTGEKUCUGTX¶NKFCETÈXGN
UKORNGUGCVTCGPVG&GXGOUGTGXKVC
dos slogansQWCPÕPEKQUEQOHTCUGU
FGOCUKCFCOGPVGWVKNK\CFCU G RQT
KUUQFGUICUVCFCU
#GUEQNJCFCOGNJQTOÈFKCRCTC
FKXWNICT C KOCIGO HQTOWNCFCFG
RGPFGT¶FQRÕDNKEQCNXQ CNOGLCFQ
RGNC NQECNKFCFGDGOEQOQFGUGWU
J¶DKVQUFG EQPUWOQ6GNGXKUºQ T¶
FKQ+PVGTPGVoutdoorLQTPCNTGXKUVC
HQNJGVQU GOCNCFKTGVC UºQXGÈEWNQU
SWG CRTGUGPVCOSWCNKFCFGU G FG
HGKVQU1WUQGCOKUVWTCKFGCNFGNGU
UGTºQFKVCFQURGNQ EQPUWOKFQT#
TGVTQCNKOGPVCÁºQ FQ ENKGPVG RTQU
pectado pelos gestores estratégicos 
ÃHWPFCOGPVCNFGHQTOCSWGCCXC
NKCÁºQFCUTGRQUVCUFGUUGITWRQCQU
RTQITCOCURTCVKECFQU HC\RCTVGFC
IGUVºQFGKOCIGOFQNQECN
3 Metodologia
2CTCCRTGUGPVGRGUSWKUCHQKWVK
NK\CFCCGPVTGXKUVCUGOKGUVTWVWTCFC
EQOQ UGVQTRÕDNKEQ GRTKXCFQ#U
SWGUVÐGU HQTOWNCFCU QDLGVKXCXCO
GNWEKFCTCUHQTÁCUHTCSWG\CUQRQTVW
PKFCFGUGCOGCÁCUPQGPVGPFKOGPVQ
FGUUGU CIGPVGU1RVQWUGRQT GUUC
HGTTCOGPVCOGVQFQNÎIKECRQTUGTFG
WUQDCUVCPVGFKHWPFKFQPQmarketing: 
a análise SWOT
FQKPINÄUStrengths 
HQTÁCUWeaknessesHTCSWG\CUOp-
portunitiesQRQTVWPKFCFGUGThreats 
 COGCÁCU EQPUQPCPVG C-QVNGT G
QWVTQU

0GUUG UGPVKFQ CU KPHQTOCÁÐGU
foram coletadas tanto no setor pri
XCFQSWCPVQPQRÕDNKEQGOHQTOC
FG GPVTGXKUVCU G FG FQEWOGPVQU
NGXCPVCFQU EQO VCKU HQPVGU3WCVTQ
CURGEVQU HQTCOCPCNKUCFQU C HQT
ÁCU G HTCSWG\CU QDUGTXCFCU RGNQU
CIGPVGU RÕDNKEQU G RTKXCFQU D
QRQTVWPKFCFGU G COGCÁCU RCTC Q
'UVCFQCRTGUGPVCFCUPQ$TCUKNGPQ
OWPFQGXKXKFCURGNCUGORTGUCUGO
UGWUTGURGEVKXQUUGIOGPVQUEKFGP
VKſECÁºQFCURQUUÈXGKU TGIKÐGUSWG
EQPEQTTGOEQO/CVQ)TQUUQFQ5WN
RQTKPXGUVKOGPVQUGZVGTPQUGFGſ
EKÄPEKCFCRTQOQÁºQKORNGOGPVCFC
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RGNQIQXGTPQGUVCFWCN#NÃOFKUUQ
HQTCORTQRQUVCU FKTGVTK\GU RCTC Q
posicionamento estratégico do Es
VCFQEQOQNQECNKFCFGSWGEQORGVG
KPVGTPCEKQPCNOGPVG
0C GUEQNJC FQU GPVTGXKUVCFQU
CFQVCTCOUGCNIWPUETKVÃTKQUXKUCPFQ
CQDVGTTGUWNVCFQUSWGFGHCVQKPFK
ECUUGOEQOQO¶ZKOQFGRTGEKUºQ
RQUUÈXGNCURGTEGRÁÐGUGCUGUVTCVÃIKCU
WVKNK\CFCURGNQUFQKUCIGPVGUGPXQN
XKFQUPCSWGUVºQ#UUKOQRKPKÐGUG
EQNQECÁÐGU HQTCOEQNGVCFCUEQOFK
rigentes e gestores de empresas com 
RCTVKEKRCÁºQG KPƀWÄPEKCGUVTCVÃIKECU
PCGEQPQOKCPCEKQPCNGKPVGTPCEKQPCN
1WUGLCCUGORTGUCUFGXGTKCOGUVCT
RTGUGPVGU
EQOTGRTGUGPVCPVGUEQOGT
EKCKUGORGNQOGPQUOCKUVTÄUGUVCFQU
DTCUKNGKTQUCNÃOFG/CVQ)TQUUQFQ
5WNPºQUGGZENWKPFQCSWGNCUEQOTG
RTGUGPVCÁÐGUEQOGTEKCKUKPVGTPCEKQPCKU
1UTGSWKUKVQUHQTCO
CCQTICPK\CÁºQPºQRQFGTKCVGT
PCUEKFQGO/CVQ)TQUUQFQ5WN'UUC
ECTCEVGTÈUVKECÃKORQTVCPVGRQTTGVTC
VCTCXKUºQVTCPUOKVKFCRGNQ'UVCFQ
HQTCFGUGWUFQOÈPKQUPCOGFKFCGO
SWGETKCQKPVGTGUUGCCVQTGUGZVGTPQU
+UVQRGTOKVKWWOCCXCNKCÁºQFCUKVWC
ÁºQFGUWCKOCIGOGQNGXCPVCOGPVQ
FGRQPVQURQUKVKXQUGPGICVKXQUSWG
FGXGOUGTOCPVKFQUGOQFKſECFQU
GOWOHWVWTQRNCPGLCOGPVQGUVTCVÃ
IKEQUFQNWICT
D C KPUVKVWKÁºQ RTGEKUCXC FG
CEQTFQ EQO UGW HCVWTCOGPVQ UGT
EQPUKFGTCFCFGOÃFKQRQTVG 
$4#
5+.PºQUGGZENWKPFQCUGO
RTGUCUFGITCPFGRQTVG#TGNGX¸PEKC
FGUUG SWGUKVQ CNKCFC ´ QRGTCÁºQ
FC GORTGUC GOOCKU VTÄU'UVCFQU
TGUKFG PC KPHNWÄPEKC GEQPÏOKEC G
EQORQTVCOGPVCNSWG TGRGTEWVGPQU
OGTECFQUQPFGGUUCUGORTGUCUGUWCU
OCTECUCNECPÁCOEQOCEQPUGSWGPVG
OGNJQTCFCKOCIGOFG/CVQ)TQUUQ
FQ 5WN PC EQOWPKFCFGPCEKQPCN G
KPVGTPCEKQPCN
&KXGTUQU UGVQTGU HQTCOCDQTFC
FQU XKUCPFQ C RTQRQTEKQPCT WOC
XKUºQOGTECFQNÎIKECCORNCPºQ UG
TGUVTKPIKPFQCWOÕPKEQ ECORQFG
QRGTCÁºQ 'UUC EQPFKÁºQ KORNKEC
WOCPQÁºQCDTCPIGPVGFCCRTGEKCÁºQ
FQ'UVCFQRQTRCTVGFQ KPXGUVKFQT
TGXGNCPFQCUCOGCÁCUGQRQTVWPKFC
des presentes nas várias facetas do 
EGP¶TKQINQDCN
#CFOKPKUVTCÁºQRÕDNKECRQTUWC
XG\RQUUWKFQEWOGPVQUGCRTGUGPVC
ÁÐGUSWGEQORTQXCOUWCUKPVGPÁÐGU
GUGWRQPVQFGXKUVCGUVTCVÃIKEQ#PC
NKUCTCOUGFQEWOGPVQUKPUVKVWEKQPCKU

XÈFGQU CRTGUGPVCÁÐGU VGZVQU FQ
)QXGTPQFQ'UVCFQFG/CVQ)TQUUQ
FQ5WN GOFKUVKPVQURGTÈQFQU ECR
VCPFQCUSWGUVÐGUGUUGPEKCKUSWCPVQ
´UHQTÁCUGQRQTVWPKFCFGUGZKUVGPVGU
GO/CVQ)TQUUQFQ5WN
# GPVTGXKUVC C NKFGTCPÁCU GUVTC
VÃIKECU VCPVQ PQ ¸ODKVQ RTKXCFQ
SWCPVQRÕDNKEQGCRGUSWKUCFQEW
mental foram o procedimento meto
FQNÎIKEQCFQVCFQRCTCUGEJGICTCQU
TGUWNVCFQUFQGUVWFQ1SWGUVKQP¶TKQ
aplicado aos entrevistados compre
GPFGWRGTIWPVCUCDGTVCUQSWGNJGU
RQUUKDKNKVQW GZRTGUUCT UWCU XKUÐGU
EQORNGPCNKDGTFCFGGCORNKVWFG
4 Resultados e discussão
#UGIWKTEQODCUGPQUOÃVQFQU
OGPEKQPCFQUÃCRTGUGPVCFCCHQTOC
FGEQOQQRQFGTRÕDNKEQRGTEGDGG
FKXWNICQ'UVCFQFG/CVQ)TQUUQFQ
5WNCQNQPIQFGUWCJKUVÎTKCXKUCPFQ
C CVTCKT KPXGUVKOGPVQU RTQFWVKXQU
RCTCCIGTCÁºQFGGORTGIQGTGPFC
PQ'UVCFQ#PCNKUCUGVCODÃOCRGT
EGRÁºQFQUGVQTRTKXCFQGOTGNCÁºQ
´U ECTCEVGTÈUVKECU GRQVGPEKCNKFCFGU
FQ'UVCFQGXKFGPEKCPFQUGCUHQTÁCU
GHTCSWG\CUQRQTVWPKFCFGUCOGCÁCU
GEQPEQTTGPVGU
4.1  Forças e fraquezas presentes 
em Mato Grosso do Sul
'UVG VÎRKEQ EQPUQNKFCQURQPVQU
RQUKVKXQU 
HQTÁCU G PGICVKXQU 
HTC
SWG\CUCVTKDWÈFQUCQ'UVCFQCRTG
sentados pelos gestores privados e 
RÕDNKEQU2CTCHCEKNKVCTQGPVGPFKOGP
VQSWG ECFCWOFQU UGVQTGURQUUWK
C TGURGKVQFQCUUWPVQ UºQGZKDKFQU
FQKUSWCFTQUWOEQPVGPFQCUHQTÁCU

3WCFTQGQWVTQCUHTCSWG\CUKP
FKECFCURGNQUTGURQPFGPVGU
3WCFTQ
0GNGUGUVºQFKURQUVCUCUQRKPKÐGU
FQUGVQTRTKXCFQGKOGFKCVCOGPVGCQ
UGWNCFQCUFCCFOKPKUVTCÁºQRÕDNK
ECRQUUKDKNKVCPFQFGUVC HQTOCWOC
EQPHTQPVCÁºQ GPVTG QU LWÈ\QU HGKVQU
RGNQUTGURGEVKXQUCVQTGU
0ºQÃHCVQPQXQSWGQUTGEWTUQU
PCVWTCKU G CU CVKXKFCFGU TGNCEKQPC
FCUCGUVGUEQOQCUSWGEQORÐGO
QCITQPGIÎEKQUºQHQTÁCUKPGTGPVGU
CQ VGTTKVÎTKQ UWNOCVQITQUUGPUG
2QTÃO C KFGPVKHKECÁºQ FG QWVTQU
atrativos presentes no Estado e no 
OGTECFQ PQ SWCN GUVG UG KPUGTG Ã
WOFQURTKPEKRCKUſPUFGUVG GUVW
FQ0GUUGUGPVKFQCCRTGEKCÁºQFCU
RGTEGRÁÐGU FQ GORTGUCTKCFQ CSWK
TGEÃOKPUVCNCFQ HQTPGEG PQXCU G
GſEKGPVGUOCPGKTCUFGUGCDQTFCTC
RTQOQÁºQ KPUVKVWEKQPCNFQ'UVCFQ
com vistas ao desenvolvimento 
GEQPÏOKEQFGUVG
&CURGTEGRÁÐGUGZRQUVCUFGUVC
ECUGSWGQIQXGTPQGUVCFWCN GPCN
VGEGCUITCPFGUSWGUVÐGUFGQTFGO
IGTCN VCKU EQOQ UQNQ NQIÈUVKEC G
EQOWPKECÁºQ GPSWCPVQQU CIGPVGU
RTKXCFQU CNÃOFGGPHCVK\¶NCU TGU
UCNVCO SWGUVÐGU FG QTFGOOKETQ

ENKGPVGUſÃKU´OCTECFGOCPFCRQT
RTQFWVQUGUGTXKÁQUGCKPFCSWGUVÐGU
OCKUUWDLGVKXCUOCUSWGVÄORCTCCU
GORTGUCUKORQTV¸PEKCPCUWCFGEKUºQ
FG KPXGUVKOGPVQ EQOQ TWCU NCTICU
G NKORCU'O VGTOQUFG ECORCPJC
KPUVKVWEKQPCN GUUCU ECTCEVGTÈUVKECU
RQFGTKCOUGTOCKUGZRNQTCFCU
O questionário 
aplicado aos 
entrevistados 
compreendeu 
perguntas 
abertas, o que 
lhes possibilitou 
expressar suas 
visões com 
plena liberdade e 
amplitude.
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(QTÁCU
Empresa privada Administração Pública
.QECNK\CÁºQ GUVTCVÃIKEC 
HC\ HTQPVGKTC EQO FQKU
RCÈUGU FC #OÃTKEC .CVKPC G EQO EKPEQ 'UVCFQU
DTCUKNGKTQU
.QECNK\CÁºQ GUVTCVÃIKEC 
HC\ HTQPVGKTC EQOFQKU RCÈUGU FC
#OÃTKEC.CVKPCGEQOEKPEQ'UVCFQUDTCUKNGKTQU
2QUUWKJKFTQXKCPCXGI¶XGN GOSWCUG VQFC UWC GZ
VGPUºQCDTCPIGPFQQWVTQU'UVCFQUGRCÈUGU
EQTTG
FQTFGGUEQCOGPVQ
2QUUWK JKFTQXKC PCXGI¶XGN GO SWCUG VQFC UWC GZVGPUºQ
CDTCPIGPFQ QWVTQU 'UVCFQU G RCÈUGU 
EQTTGFQT FG GUEQC
OGPVQ
#NVQ EQPUWOQ RQT RCTVG FC RQRWNCÁºQ 
OGTECFQ
ETGUEGPVG
%NKOC VTQRKECNSWGPVGGUGOKÕOKFQ
VGORGTCVWTCOÃFKC
CPWCNFG%G%
5QNQUHÃTVGKU 5QNQUHÃTVGKU
/GTECFQCORNQ %CRCEKFCFGJQVGNGKTC
NGKVQU
%QPEQTTÄPEKC $CPEQU
CIÄPEKCU
+PHTCGUVTWVWTCG NQIÈUVKEC
TQFQXKCJKFTQXKC HGTTQ
XKCGCGTQRQTVQU
+PHTCGUVTWVWTC G NQIÈUVKEC 
TQFQXKC JKFTQXKC HGTTQXKC G
CGTQRQTVQU
%NKGPVGUſÃKU´OCTEC %QOWPKECÁºQ
GOKUUQTCUFG68LQTPCKUFK¶TKQUGGOKUUQTCUFGT¶FKQ
Renda per capita 4GEWTUQUJÈFTKEQUCDWPFCPVGU
#SWÈHGTQ)WCTCPK
4GEWTUQUJÈFTKEQUCDWPFCPVGU 5CÕFG
JQURKVCKUENÈPKECUGWPKFCFGUD¶UKECU
4WCUNCTICUGNKORCU 'PGTIKC
JKFTGNÃVTKECU
)QXGTPQTGEGRVKXQ´KPKEKCVKXCRTKXCFC 'PUKPQUWRGTKQT
WPKXGTUKFCFGUCNWPQU
&GOCPFCRQTRTQFWVQUGUGTXKÁQU #RQKQKPUVKVWEKQPCNFQIQXGTPQ
2TQEWTCRQTXGÈEWNQUFKGUGN )TCPFGGZVGPUºQVGTTKVQTKCN
Quadro 1 – Opiniões dos gestores privados e públicos sobre as forças de Mato Grosso do Sul
Fonte: Elaborado pelos autores
Fraquezas
Empresa privada Administração Pública
.QIÈUVKECRTGEKUCUGTQVKOK\CFC
TQFQXK¶TKQUCÃTGQU
HGTTQXK¶TKQGƀWXKCN
.QIÈUVKECRTGEKUC UGTQVKOK\CFC 
TQFQXK¶TKQU CÃTGQU HGT
TQXK¶TKQGƀWXKCN
Horário de encerramento do transporte coletivo 

Ã RTGEKUQ GPEGTTCT Q GZRGFKGPVG RCTC SWG QU HWP
EKQP¶TKQURQUUCOVQOCTCEQPFWÁºQ
+PHTCGUVTWVWTCKORNCPVCFC
TQFQXK¶TKQGTGFGFGGPGTIKC
/ºQFGQDTC
GUECUUG\ECRCEKVCÁºQ
/ºQFGQDTC
GUECUUG\ECRCEKVCÁºQ+ORQUVQ CNVQ 
+ORQUVQ UQDTG%KTEWNCÁºQFG/GTEC
FQTKCUG5GTXKÁQU+%/5
.QECNK\CÁºQ
HTGVGOCKUECTQ #DCUVGEKOGPVQGNÃVTKEQ(CNVCFGGORTGUCUFQOGUOQUGVQT
Quadro 2 – Opiniões dos gestores privados e públicos sobre as fraquezas de Mato Grosso do Sul
Fonte: Elaborado pelos autores
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6CODÃOPCUHTCSWG\CURGTEGDG
UG EGTVC UKOKNCTKFCFGGPVTGCURGT
EGRÁÐGUOCUQUGVQTRTKXCFQOCKU
WOC XG\ VTC\ RCTC CP¶NKUG PºQ
UQOGPVG CUITCPFGUSWGUVÐGUOCU
PQVCFCOGPVGHTCSWG\CUFGQTFGOGU
RGEÈſECGODQTCPGUUGECUQVCODÃO
C CFOKPKUVTCÁºQRÕDNKEC CRTGUGPVG
CNIWOCURCTVKEWNCTKFCFGU
4.2  Oportunidades e Ameaças 
Mercadológicas para Mato 
Grosso do Sul
ő# IQXGTPCPÁC GORTGUCTKCN Ã
RTCVKECFC GOWOEQPVGZVQ GOSWG
KPƀWGOXCTK¶XGKU EQOQOÈFKC CU
UQEKCÁÐGUFG ECVGIQTKCU IQXGTPQU
EQPEQTTGPVGUENKGPVGUGOGECPKUOQU
KPUVKVWEKQPCKUSWGNJGEQPHGTGONGIK
VKOKFCFGŒ CTIWOGPVC 5KNXC 

R,WUVCOGPVGRGNQGUVÈOWNQSWG
UQHTG FG FKXGTUCU KPEQPUVCPVGU Q
OGTECFQ 
FG NWICTGU GZKIGRCTVKEK
RCPVGUVCODÃOFKP¸OKEQUSWGCEQO
RCPJGO UWCU VTCPUHQTOCÁÐGU0Q
KPVWKVQFGRTQRQTEKQPCTWOTGVTCVQFC
EGPCEQOGTEKCNPCSWCN/CVQ)TQUUQ
FQ5WNGUV¶KPUGTKFQQU3WCFTQUG
VTC\GOEQPXKEÁÐGUCRTGUGPVCFCURQT
CVQTGURTKXCFQUGRÕDNKEQUFQ'UVCFQ
1RQTVWPKFCFGU
Empresa privada Administração Pública
/GTECFQXCTGLKUVCGOGZRCPUºQ #WOGPVQFCRTQFWÁºQKPFWUVTKCN
&GOCPFC ETGUEGPVG RQT KPFÕUVTKCU CODKGPVCNOGPVG
EQTTGVCU &GOCPFCRQTDKQEQODWUVÈXGKU
GVCPQNDKQFKGUGN
+PVGTGUUGFCKPFÕUVTKCGOEQPUVTWKTCH¶DTKECRTÎZKOC´
HQPVGFGOCVÃTKCRTKOCEQOQPCGZRNQTCÁºQFGƀQTGU
VCU
ICUVQUUºQTGFW\KFQU
/GTECFQ ETGUEGPVG RCTC TGEWTUQU PCVWTCKU 
OKPGTCN
XGIGVCNVWTÈUVKEQ
$TCUKNRQUUWKOCKQTRTQFWVKXKFCFGFQOWPFQGORNCP
VCÁºQFGGWECNKRVQ
)TCPFGUTGDCPJQUFGDQXKPQUUWÈPQUGCXGU
CRTQXGKVC
OGPVQFGECTPGGEQWTQ
%QIGTCÁºQFGGPGTIKC %QIGTCÁºQFGGPGTIKC
1RÁºQRQTHQTPGEGFQTGUNQECKU #ITQPGIÎEKQ GOGZRCPUºQ 
KPUWOQUCITÈEQNCUOKNJQUQLCCNIQFºQ
'ZRCPUºQFQUVTGEJQUPCXGI¶XGKUFCTGFGJKFTQXK¶TKC 'ZRCPUºQFGƀQTGUVCURNCPVCFCU
FQKUOKNJÐGUFGJGEVCTGUFKURQPÈXGKU
.KDGTCÁºQFGETÃFKVQRGNQUDCPEQU
(%1G(+0#/' %TKCÁºQFQEQTTGFQTDKQEG¸PKEQ
4GPQXCÁºQFCHTQVCCWVQOQDKNÈUVKEC
 
Quadro 3 – Opiniões dos gestores privados e públicos sobre as oportunidades mercadológicas 
para Mato Grosso do Sul
Fonte: Elaborado pelos autores
'OQRQTVWPKFCFGUGCOGCÁCUKFGPVKſECOUGRGTEGRÁÐGUSWGUGEQORNGVCOG´UXG\GUUGUWRGTRÐGOGODQTC
coOWOQNJCTOCKUCRTQHWPFCFQUGLCRQUUÈXGNCſTOCTSWGUGQRQFGTRÕDNKEQGUVCFWCNSWGÃSWGOEQPEGDGGGZG
EWVCCRQNÈVKECFGmarketingKPUVKVWEKQPCNFQ'UVCFQFG/CVQ)TQUUQFQ5WNCRTQHWPFCUUGQHQEQFGCÁÐGUGNCUVGTKCO
TGUWNVCFQUOCKUGHGVKXQUGRTQOKUUQTGU
Justamente pelo 
estímulo que sofre de 
diversas inconstantes, 
o mercado (de 
lugares) exige 
participantes também 
dinâmicos que 
acompanhem suas 
transformações.
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/CKUWOCGXKFÄPEKCFKUUQSWCPVQ´UQRQTVWPKFCFGUOGTECFQNÎIKECUQU
CVQTGURTKXCFQUXGTUCOUQDTGCTGPQXCÁºQFCHTQVCCWVQOQDKNÈUVKECGGZRCP
UºQFQOGTECFQXCTGLKUVC#CFOKPKUVTCÁºQRÕDNKECOGPEKQPCEQOQCURGEVQU
TGNGXCPVGUQUTGDCPJQUXWNVQUQUFGDQXKPQUUWÈPQUGCXGU
CRTQXGKVCOGPVQ
FGECTPGGEQWTQGCETKCÁºQFQEQTTGFQTDKQEG¸PKEQ'OQWVTCURCNCXTCU
VCPVQCUSWGUVÐGUCRTGUGPVCFCURGNCKPKEKCVKXCRTKXCFCEQOQCUQRQTVWPKFCFGU
OGPEKQPCFCURGNQRQFGTRÕDNKEQUºQTGNGXCPVGUGUGEQORNGVCOOCUPGEGU
UKVCOUGTECRVCFCUEQOQKORQTVCPVGURCTCQUFQKUCVQTGURCTCRGTOKVKTSWG
UGLCORQVGPEKCNK\CFCUGFKXWNICFCUFGHQTOCOCKUUKUVGO¶VKECVCPVQRCTCQU
RQUUÈXGKUKPXGUVKFQTGUEQOQRCTCCUQEKGFCFGUWNOCVQITQUUGPUG
#OGCÁCU
Empresa privada Administração Pública
%QPEQTTÄPEKC 2TQFWÁºQRQWEQFKXGTUKſECFC
/GTECFQ FGRGPFGPVG FQ CITQPG
IÎEKQ
/GTECFQFGRGPFGPVGFQCITQPG
IÎEKQ
Falta de regras claras para preserva
ÁºQFQOGKQ CODKGPVG 
FGUGPXQNXK
OGPVQUWUVGPV¶XGN
&KſEWNFCFGPCU HTQPVGKTCU KPVGT
PCEKQPCKU
UCPKFCFG
/GTECFQFGRGPFGPVGFQ HWPEKQPCN
KUOQRÕDNKEQ $CKZCFGPUKFCFGFGOQIT¶ſEC
(TQPVGKTCU
RKTCVCTKC 2TGUGTXCÁºQCODKGPVCN
Quadro 4 – Opiniões dos gestores privados e públicos sobre as 
ameaças mercadológicas para Mato Grosso do Sul
Fonte: Elaborado pelos autores
0ºQUGGUV¶CCſTOCTSWGCUSWGUVÐGU KPFKECFCUEQOQTGNGXCPVGURGNQ
RQFGTRÕDNKEQUGLCOVQVCNOGPVGFGURTG\CFCURGNQUCIGPVGURTKXCFQUOCU
SWG GUVGUPºQCU EQPJGEGOQWPºQ NJGU CVTKDWGOCOGUOC KORQTV¸PEKC
.QIQWOC UKPETQPK\CÁºQFGUUGUQNJCTGU EQPVTKDWKTKCRCTCQVKOK\CTQWUQ
FQUTGEWTUQUGQUTGUWNVCFQUFCRQNÈVKECKPUVKVWEKQPCNFQ)QXGTPQFQ'UVCFQ
FG/CVQ)TQUUQFQ5WN
1CODKGPVGGORTGUCTKCNUGLCPQXCTGLQPCCITQRGEW¶TKCQWPCKPFÕUVTKC
TGXGNCUKPCKURQUKVKXQUKPFKECPFQWOTKVOQFGGZRCPUºQSWGRCTGEGCKPFC
GUVCTGOUGWKPÈEKQCRGUCTFCETKUGſPCPEGKTCOWPFKCNKPKEKCFCPQUGIWPFQ
UGOGUVTGFG2NCPGLCOGPVQGRQUKEKQPCOGPVQGUVTCVÃIKEQUOQUVTCOUG
HGTTCOGPVCUKORQTVCPVGUPGUUG¸ ODKVQPCOGFKFCGOSWGTGUWNVCOGORNCPQU
FGCÁÐGUCUGTGOWVKNK\CFQUPQURQUUÈXGKUEGP¶TKQUXKPFQWTQU
4.3 Estados e Regiões que Concorrem com Mato Grosso do Sul por 
Investimentos Externos
1UCVQTGU GPXQNXKFQUPQRTQEGUUQFGGZRCPUºQGFGUGPXQNXKOGPVQFC
GEQPQOKCFG/CVQ)TQUUQFQ5WNRÕDNKEQUGRTKXCFQUKFGPVKſECOFGHQTOC
SWCUGUKOKNCTGXGPVWCKUTGIKÐGUG'UVCFQUEQPEQTTGPVGUEQOQ'UVCFQRGNQ
CRQTVGFGECRKVCKUKPVGTPQUGGZVGTPQU
#INQDCNK\CÁºQFCRTQFWÁºQGFGECRKVCKUVTC\EQOQEQPUGS×ÄPEKCCKPVGPUKſECÁºQ
FCEQPEQTTÄPEKCRTQXQECPFQFKUUQNWÁºQFGUGIOGPVQUFQCITQPGIÎEKQEQORQWEC
XCPVCIGOEQORGVKVKXCGEQOOGPQTECRCEKFCFGFGCFCRVCÁºQGCEGUUQCQUPQXQU
OGECPKUOQUFGKPUGTÁºQPQOGTECFQ
'/$4#2#R
0ºQCRGPCUPQCITQPGIÎEKQOCU
em todos os ramos de atividade nos 
SWCKUGZKUVCWOCQHGTVCOCKQTSWGC
RTQEWTCCEQPEQTTÄPEKCEQPUVKVWKWO
elemento de relevo aos estrategistas 
FGOGTECFQ
# TGNCÁºQ FQU RTKPEKRCKU 'UVC
FQU EQPEQTTGPVGU FG/CVQ)TQUUQ
FQ 5WN SWCPVQ ´ RTQURGEÁºQ FG
KPXGUVKOGPVQU GZVGTPQU KPFKECFQU
RGNQUTGURQPFGPVGUÃCRTGUGPVCFQ
PQ3WCFTQ
6QFCXKCCEQPEQTTÄPEKCGPVTGTG
IKÐGURGNCCVTCÁºQFGKPXGUVKOGPVQU
GZVGTPQU Ã CNVCOGPVG EQORGVKVKXC
OWKVCUXG\GUEWNOKPCPFQGOKPEGP
VKXQUſUECKUQPGTQUQU´NQECNKFCFG
# XGPFC G VCODÃO C RÎUXGPFC
FG NWICTGU TGCNK\CFCUFGOCPGKTC
RNCPGLCFC VÄORQTQDLGVKXQGXKVCT
RQUUÈXGKU FKUVQTÁÐGU PQ RTQEGUUQ
VCKU EQOQ Q PºQ CVGPFKOGPVQ FCU
PGEGUUKFCFGUGORTGUCTKCKUPQNQECN
RTKPEKRCNOGPVGCRÎUUWCKPUVCNCÁºQ
1U EQPEQTTGPVGU UºQ KPÕOGTQU
CUUKOEQOQUºQUWCURTQRQUVCUFG
vantagens ao empresariado insa
VKUHGKVQ
A venda e também 
a pós-venda de 
lugares, realizadas 
de maneira 
planejada, têm 
por objetivo evitar 
possíveis distorções 
no processo, 
tais como o não 
atendimento das 
necessidades 
empresariais 
no local, 
principalmente após 
sua instalação. 
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4.4  Estratégias Utilizadas na Pro-
moção de Mato Grosso do Sul 
e suas Consequências
&GPVTGQUSWCVTQő2UŒFCRWDNK
EKFCFG 
RTQFWVQRTQOQÁºQRTCÁC
RTGÁQSWGHC\GORCTVGFQEQORQUVQ
de marketingUGIWPFQ-QVNGT

CRTQOQÁºQÃGOSWCNFGUUCUGVCRCUQ
VTCDCNJQKT¶UGFGVGT'OEQPUGSWÄP
cia da complexidade envolvida pela 
temática do marketingFGNWICTGUGFC
FKXGTUKFCFGFGQRÁÐGUCDCTECFCRQT
GUVCSWCPVQ´QHGTVCFGWOC NQECNK
FCFGQ CUUWPVQRGFGWOCCVGPÁºQ
GURGEKCN
1GZIQXGTPCFQT/CTEGNQ/KTCP
FC 
 G  CſTOC
SWGKPXGUVKOGPVQUGOKPHTCGUVTWVWTC
EQOQHQTOCFGCVTCÁºQFGGORTGUCU
CQ'UVCFQGTCOWVKNK\CFQUNCTICOGP
VG GOUWCIGUVºQ ő0CSWGNC ÃRQEC
KPXGUVÈCOQUOWKVQGOKPHTCGUVTWVWTC
RTKPEKRCNOGPVGGOGFWECÁºQEQOQ
OGKQFGFGUGPXQNXGTOQUCTGIKºQŒ
FGUVCEC
0C IGUVºQ FQ GZIQXGTPCFQT
2GFTQ2GFTQUUKCPQGZUGETGV¶TKQFG
%QOWPKECÁºQ1UECT4COQU TGNCVC
SWGITCPFGU KPXGUVKOGPVQUGOXGÈ
EWNQUFGOCUUCPºQGTCOWVKNK\CFQU
RCTCCCVTCÁºQFG KPXGUVKOGPVQUCQ
'UVCFQő0CQECUKºQEQPXKF¶XCOQU
LQTPCNKUVCU FQU ITCPFGUOGKQU FG
OCUUCRCTCXKUKVCTGO/CVQ)TQUUQ
FQ5WN GXGTGOFGRGTVQ CURQVGP
EKCNKFCFGUFCTGIKºQŒCſTOC1UECT
4COQU
G
1WVTCU CÁÐGUFCIGUVºQ2GFTQU
UKCP HQTCOFGVCNJCFCURQT#NFC[T
*GDGTNG
G
GZ
UGETGV¶TKQFG+PFÕUVTKCG%QOÃTEKQ
SWGCſTOCVGTXKUKVCFQX¶TKCUNQECNK
FCFGUPQKPVGPVQFGRQVGPEKCNK\CTQ
FGUGPXQNXKOGPVQFG/CVQ)TQUUQ
FQ5WN +PVGTPCOGPVGGTC HQTOCFC
PQ ¸ODKVQ IQXGTPCOGPVCN WOC
EQOKUUºQRCTCCRQKQFCUEKFCFGUFQ
KPVGTKQTSWCPVQ´UKPHQTOCÁÐGUGCQU
RTQITCOCUFGWVKNKFCFGRÕDNKECRCTC
SWGGUUCU NQECNKFCFGURWFGUUGOUG
FGUGPXQNXGT EQOQ SWGRQUUWÈCO
FGOGNJQT
0C IGUVºQ FQ GZIQXGTPCFQT
9KNUQP$CTDQUC/CTVKPU C GUVTCVÃ
IKCGTCQWVTC'PVTGQWVTCUCÁÐGUC
NGIKUNCÁºQ HQK QRTKPEKRCN CNXQFQU
GUHQTÁQUKORNGOGPVCFQUPCDWUECFQ
FGUGPXQNXKOGPVQGEQPÏOKEQ
0CPQUUCIGUVºQRTQEWTCOQUETKCT
WOCNGIKUNCÁºQGſEKGPVGSWGCVGP
FGUUG ´U GZKIÄPEKCU FGOGTECFQ
SWGHQUUGCVTCVKXCRCTCCUGORTGUCU
+UVQCDTCPIGKPEGPVKXQUſUECKUGPVTG
QWVTQUFKURQUKVKXQU SWG UGTXKTCO
FGDCUGRCTCCCVWCN NGIKUNCÁºQFQ
'UVCFQ
KPHQTOCÁºQXGTDCN
1GZUGETGV¶TKQFG)QXGTPQFW
TCPVGCIGUVºQFQGZIQXGTPCFQT,QUÃ
1TEÈTKQFQU5CPVQUEKVCCUCÁÐGUOCKU
WUWCKU PC DWUECFG KPXGUVKOGPVQU
externos:
4GCNK\COQUOKUUÐGUGRCTVKEKRCOQU
FGX¶TKCUHGKTCUGURGEÈſECUEQOQFG
VWTKUOQGFG ECTPGRQT GZGORNQ
RCTCCRTGUGPVCTOQUCUCVTKDWKÁÐGU
QPFGPQUUQ'UVCFQGTCOCKUHQTVG
2TQEWT¶XCOQUCUUQEKCTQRQVGPEKCN
VWTÈUVKEQFCTGIKºQ´ OCTECFQ'UVC
FQ
KPHQTOCÁºQXGTDCN
%QPHQTOG)WKNJGTOG8KNNCNDC<
(KNJQ 
 
CVWCNUWDUGETGV¶TKQFG
%QOWPKECÁºQőQIQXGTPQRTQEWTC
TGCNK\CTCÁÐGURQPVWCKUPQKPVWKVQFG
GXKFGPEKCTQUCVTKDWVQUFQ'UVCFQŒ
+UVQUGVTCFW\PQGPXKQFGTGRTGUGP
VCÁÐGUCHGKTCUGURGEÈſECU
FGECTPG
FG VWTKUOQFG EQWTQ PCEKQPCKU G
KPVGTPCEKQPCKU G PC TGCNK\CÁºQ FG
%QPEQTTGPVGU
Empresa privada Administração Pública
/CVQ)TQUUQ
%¶EGTGU /CVQ)TQUUQ
Goiás Goiás
Distrito Federal Distrito Federal
$CJKC
UWNFQ'UVCFQ $CJKC
'URÈTKVQ5CPVQ /KPCU)GTCKU
5ºQ2CWNQ
4KDGKTºQ2TGVQ 5ºQ2CWNQ
2CTCP¶ 2CTCP¶
Rio de Janeiro Rio de Janeiro
5CPVC%CVCTKPC 5CPVC%CVCTKPC
6QECPVKPU 4KQ)TCPFGFQ5WN
2CTCIWCK
Quadro 5 – Relação dos Estados e regiões que concorrem com 
Mato Grosso do Sul por investimentos externos
Fonte: Elaborado pelos autores
 :LOVRQ%DUERVD0DUWLQVH[JRYHUQDGRUGH0DWR*URVVRGR6XOH

 3DXOR'XDUWHH[VHFUHWiULRGH*RYHUQR
Realizamos 
missões e 
participamos 
de várias feiras 
específicas, 
como de turismo 
e de carne, por 
exemplo, para 
apresentarmos as 
atribuições onde 
nosso Estado era 
mais forte. 
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GXGPVQURCTCRTQRCICÁºQGFKUEWUUºQ
FGCUUWPVQUFGKPVGTGUUGFCCFOKPKU
VTCÁºQRÕDNKECVCKUEQOQ%QPITGUUQ
FG6GEPQNQIKCPC%CFGKC2TQFWVKXC
FC%CPCFG#ÁÕECTGO/CVQ)TQUUQ
FQ5WN
%#0#57.5CNºQFG6WTKU
OQ(GUVKXCNFG+PXGTPQFG$QPKVQG
(GUVKXCN#OÃTKECFQ 5WN UGIWPFQ
1NKXGKTC

#CVWCN UGETGV¶TKCFG&GUGPXQN
XKOGPVQ#IT¶TKQFC2TQFWÁºQ FC
+PFÕUVTKCFQ%QOÃTEKQGFQ6WTKUOQ
6GTG\C%TKUVKPC%QTTÄCFC%QUVC&KCU
CRTGUGPVC CKPFC QWVTCUOCPGKTCU
FG KORWNUKQPCTQFGUGPXQNXKOGPVQ
TGIKQPCN
2CTCCVTCKTKPXGUVKOGPVQUQ'UVCFQ
FKURÐG FG WORTQITCOC GURGEÈ
ſEQ TGIWNCOGPVCFQ EQODCUGPC
.GK %QORNGOGPVCT 'UVCFWCN Pu
CSWCNKPUVKVWKQ2TQITCOC
'UVCFWCNFG(QOGPVQ´ +PFWUVTKC
NK\CÁºQ CQ6TCDCNJQ CQ'ORTGIQ
G´4GPFC 
/5'ORTGGPFGFQT 

KPHQTOCÁºQXGTDCN
1UGUHQTÁQUGPXKFCFQURGNQUGVQT
RÕDNKEQEQOQKPXGUVKOGPVQGOKPHTC
GUVTWVWTCCVWCNK\CÁºQFCNGIKUNCÁºQ
FKXWNICÁºQ GZVGTPC G KPVGTPC FCU
RQVGPEKCNKFCFGUNQECKUPQKPVGPVQFG
angariar empreendimentos e capitais 
GZVGTPQU CQ'UVCFQ UºQX¶NKFQU#
CFGSWCÁºQFC¶TGCſUECNQUGXGPVQU
G CUOKUUÐGUFGUGPXQNXKFCU EQOQ
UGVQT RTKXCFQFGXGO PQ GPVCPVQ
EQORQTWORNCPQOCKQT EQO UWC
EQPECVGPCÁºQGOWORTQLGVQCDTCP
IGPVG FGOÃFKQ QW NQPIQ RTC\Q
RCTCSWGUGRTQRQTEKQPGWOOCKQT
CRTQXGKVCOGPVQ FCU HQTÁCU NQECKU
#FGOCKUGUUCUCÁÐGUUºQRCTVGFGWO
composto mais amplo compreendido 
pelo marketing FG NWICTGU EQOQ L¶
GZRQUVQ
5 Conclusão
*¶FWCURGTEGRÁÐGUUQDTG/CVQ
)TQUUQFQ5WN CFC UQEKGFCFG UWN
OCVQITQUUGPUGGUGWUTGRTGUGPVCP
VGURQNÈVKEQUGCFQUKPXGUVKFQTGUGO
RTGUCUPCEKQPCKUGVTCPUPCEKQPCKU1U
primeiros ainda veem o Estado como 
SWCUGSWGGZENWUKXCOGPVGVGPFQUWCU
TKSWG\CUCUUQEKCFCUCQCITQPGIÎEKQ
'PSWCPVQQUKPXGUVKFQTGUGZVGTPQUL¶
KFGPVKſECOGEQTTQDQTCOCGZKUVÄPEKC
FGWOC GEQPQOKC EQODCUGUOCKU
CORNCU QPFG Q CITQPGIÎEKQ VGO
RCRGN HWPFCOGPVCNOCU UG UQOCO
a ele as atividades de comércio e os 
UGTXKÁQUEQTTQDQTCPFQQUKPFKECFQ
TGUFQ2TQFWVQ+PVGTPQ$TWVQ
2+$
SWGCRQPVCOSWGFCUTKSWG\CU
GUVCFWCKUUºQIGTCFCURGNQUGVQTVGT
EK¶TKQ
+$)'
2CTC CſPCNKFCFGFGUVG GUVWFQ
VCKURGTEGRÁÐGUPºQUºQGZENWFGPVGU
QWCPVCIÏPKECUCPVGUFKUUQUGEQO
RNGVCORQKURQFGORGTOKVKTCGUUGU
CVQTGUGPXQNXKFQUGGURGEKCNOGPVGCQ
)QXGTPQFQ'UVCFQFG/CVQ)TQUUQ
FQ5WNRTGEKUCTGOOGNJQTQHQEQFC
FKXWNICÁºQKPUVKVWEKQPCNFQ'UVCFQ
+PHGTGUGFQGUVWFQSWGCGEQPQ
mia local é movida principalmente 
RGNCU CVKXKFCFGU CITQKPFWUVTKCKU
GPSWCPVQSWGQEQOÃTEKQFGXCTGLQ
EQOUGWUFKXGTUQUTCOQUFGCVKXKFC
FG HWPEKQPCEQOQWO VGTOÏOGVTQ
FCUKVWCÁºQEQTTGPVGUGQCITQPGIÎ
EKQGUV¶GOUKVWCÁºQHCXQT¶XGNGZKUVG
capital no mercado local e acontece 
WOC GZRCPUºQRGTEGRVÈXGN EQO C
KPUVCNCÁºQFGPQXCUGORTGUCU3WCP
FQQ UGVQT CITQRGEW¶TKQ GUVCIPCQ
EQOÃTEKQ UGPVG G Q HWPEKQPCNKUOQ
RÕDNKEQ
UGIWPFCCVKXKFCFGIGTCFQTC
FGTGPFCFQ'UVCFQÃSWGCOGPK\C
CETKUG
.QIQQIQXGTPQGUVCFWCNGXQNWK
FG HQTOC EQPVÈPWC CQ WVKNK\CT QU
TGEWTUQUFGSWGFKURÐGRCTCCCVTC
ÁºQ FG KPXGUVKOGPVQU GZVGTPQU CQ
'UVCFQ'ZKUVGOGPVTGVCPVQNCEWPCU
PCUCÁÐGUFGmarketingKPUVKVWEKQPCN
FCFQUQUPQXQUOGKQUFKURQPÈXGKU
RCTC CRGTHGKÁQCT QUOGECPKUOQU
FGRTQOQÁºQFQNWICT1marketing 
FG NWICTGU HQTPGEG CRQKQ VGÎTKEQ
GORÈTKEQPGUUGUGPVKFQRQFGPFQG
FGXGPFQUGTWVKNK\CFQEQOQVCN
%QOQFGUETKVQPGUVG GUVWFQ CU
GUVTCVÃIKCU FG RTQOQÁºQFG/CVQ
)TQUUQ FQ 5WN RTGEKUCO UGTOCKU
RGTEGRVÈXGKUGOUGWQDLGVQFGCVTCKT
PQXQU GORTGGPFKOGPVQU &GUVC
HQTOCCEGPVWCUGCPGEGUUKFCFGFG
Q'UVCFQ CFQVCTWORNCPGLCOGPVQ
estratégico de marketing de lugares 
CORNQCRQKCFQGORGUSWKUCUCDTCP
IGPVGUSWGRQUUKDKNKVGOCQU GZGEW
VQTGU FQ IQXGTPQ EQPJGEGT GPVTG
QWVTCUOKPÕEKCUQUOGTECFQUOCKU
XCPVCLQUQUGCURQUUKDKNKFCFGUFGQ
'UVCFQCVGPFÄNQU
# GNCDQTCÁºQFGUVG GUVWFQ QD
LGVKXQW C KFGPVKHKECÁºQ FCU CÁÐGU
estratégicas para o desenvolvimento 
GEQPÏOKEQRTQOQÁºQGEQPUGSWGPVG
CVTCÁºQ FG KPXGUVKOGPVQU C/CVQ
)TQUUQFQ5WN#UFKTGVTK\GUCSWKRTQ
FW\KFCUPºQVKXGTCOQWVTCKPVGPÁºQ
SWGPºQCFG HQTPGEGTCNVGTPCVKXCU
RQTOGKQ FQU TGUWNVCFQU QDVKFQU
PCRGUSWKUCRCTCCVKPIKTQQDLGVKXQ
EGPVTCNſTOCFQ
#URGUSWKUCU UWDUGS×GPVGU PQ
KPVGPVQFGEQNCDQTCTEQOCRTQOQÁºQ
NQECN G RQT EQPUGIWKPVG EQO UGW
FGUGPXQNXKOGPVQGEQPÏOKEQFGXGO
UG EQPEGPVTCT PC KFGPVKſECÁºQFCU
CVKXKFCFGUSWGOCKUQRQTVWPK\GOQ
Estado a competir nacional e inter
nacionalmente por investimentos 
GZVGTPQU TGPV¶XGKU GPQURÕDNKEQU
CNXQNKICFQUCVCKUCVKXKFCFGU
 7HUH]D&ULVWLQD&RUUrDGD&RVWD'LDV6HFUHWiULDGH'HVHQYROYLPHQWR$JUiULR
GD3URGXomRGD,QG~VWULDGR&RPpUFLRHGR7XULVPR
Desta forma, 
acentua-se a 
necessidade de 
o Estado adotar 
um planejamento 
estratégico de 
marketing de lugares 
amplo, apoiado em 
pesquisas ...
